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The Power of Multicultural Influence: 
Blended + Multicultural Households by Generation

< 50 50 +

% of Total US Population 66% 34%

UnBlended NHW Pop 47% 66%

UnBlended MC + Blended Pop 53% 34%

Population in Blended Households + MC 
Households now accounts for the majority 
(53%) of the under 50 American population  
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These Trends Will Continue to Accelerate

U.S. Census Projections 4



Findings WMC Multicultural Study: 10 Barriers & Suggested Actions 
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1) Low Energy 
• ENERGETIC IMAGERY: Show people enjoying wine in energetic, relevant, real situations
• PACKAGING: Packaging and promotions that are more youthful, bright, vibrant, and that 

reflect diversity
• ON-PREMISE: Make wine more attention-getting on premise (ala Moet Champagne flairs). 

Bottle service for spirits in clubs is much more exciting and wine can be less stuffy

2) Too Formal
• SHOW RELEVANT SITUATIONS: Show wine in realistic situations, like people casually drinking wine 

on their deck/backyard with friends and family, at the beach, etc.
• AVOID WHITE TABLECLOTH: Show wine in more everyday situations, Media and promotions have 

made wine a snooty club with imagery that’s not connected with how it’s consumed

3) Socially Unfamiliar 
• GO LOCAL & ETHNIC: Partner with local neighborhood venues, local personalities, small 

businesses, and music artists to bring wine to their communities in a culturally relevant way 
(ala craft beer, Brewjeria) 

• PARTNER WITH CASUAL ESTABLISHMENTS: Partnering with casual establishments, such as 
taquerias will encourage people to see wine as not only for a special occasion 

• AUTHENTIC STORYTELLING & INFLUENCERS: Promote ethnic and culturally authentic stories 
(American Dream stories) from Latino & African American owned wineries, grape growers 
and other wine brands to connect cultural communities to wine 

• MUSIC, MUSIC, MUSIC: Collaborate with Hip Hop, Latin Alternative, Rap, and Latin Trap 
artists to promote wine

• SPORTS STARS: Athletes can be a pathway to familiarity. Collaborating with male athletes 
may help break the “female dominant” stereotype 



Findings: Key Barriers & Suggested Actions (cont.)
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4) Food Disconnect 

• WINE PAIRINGS WITH CULTURAL DISHES: Wine should be associated with culturally relevant 
foods, and highlight important flavors, spices, and tastes (what goes with mole, tacos, fried 
chicken, greens, etc.). Show specific advertising with Hispanics and African Americans 
drinking wines with culturally relevant dishes in an everyday, straightforward way.                                       
POC CHEF/RESTAURANT PARTNERSHIPS: Create partnerships with African American / Hispanic 
chefs or restaurant owners (It’s A Vibe Cookbook)

• WINE STAFF PARINGS  EDUCATION: Educate wine store staff in ethnic areas to understand 
unique and relevant wine pairings. Celebrate culturally diverse foods & wine variety

5) Acquired Taste

• SAMPLING OPPORTUNITIES: Create more fun and convenient opportunities for 
sampling new wines, without having to buy a full bottle in store or at local events 
(grocery store samples and on premise flights, Xolovino, International Rosé Day, 
online themed tastings)  Offer a variety of flavors/styles in sampler quantities.

• PROMOTE MORE DIVERSITY IN WINE VARIETALS AND BLENDS: Ensure entry level wines 
are promoted for introduction and that paths to experimentation to advance 
palates beyond entry level, low-priced wines are promoted 

• Seis Soles vineyard is tailoring wine to entry level Hispanic taste palates, 
making it sweeter, less bitter, fruitier and smoother, yet still more upscale

• Rosés and sparkling in addition to kits and alternative packages can be used
• APPROACHABLE SOMMELIERS: Feature casual and approachable sommeliers of 

color that highlights entry-level wines that many will like 



Findings: Key Barriers & Suggested Actions (cont.)
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8) High Barriers to Entry 

• LOWER COST OF TRIAL: Increase inexpensive and simple ways to encourage trial and 
experimentation (mix-and-match 187ml or 375ml, entry level subscription boxes)  

• SIMPLIFY DESCRIPTIONS OF WINE: Use everyday language to describe flavors and 
pairings on labels, shelf talkers, digital tasting notes, QR codes, and in-store displays

6) Too White 

• INCREASE VISIBILITY OF DIVERSE BACKGROUNDS: Too often wine has a stuffy, 
exclusionary image in settings where POC don’t see themselves. Concerted effort to 
increase visibility of people from different backgrounds drinking wine in a culturally 
relevant way, including imagery online, broadcast media, or TV

• Efforts from producers, directors and production companies that could have an 
influence in showing wine in more diverse situations  

7) Not Manly

• SHOW MEN DRINKING WINE: There need to be more aspirational examples of African 
American and Hispanic men drinking wine

• PROMOTE ASPIRATIONAL MALES: Identify known and admired/aspirational Hispanic and 
African American male wine drinkers/owners/chefs and feature them (Modelo vignettes)

• SPORTS AND MUSIC FIGURES: More male sports and music stars should be shown 
drinking/showing off wine



Findings: Key Barriers & Suggested Actions (cont.)
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Food Disconnect 9) Not Historically Marketed to African Americans & Hispanics 

• SUSTAINED INVESTMENT FOR VISIBILITY: Spirits have typically targeted African Americans; 
and beer, tequila, and rum Hispanics. Wine is notably absent 

• WORK WITH RELEVANT ORGANIZATIONS: Work with African American and Hispanic 
organizations to promote wine in these communities (Divine 9, Urban League, National 
Black MBA Association, Latino Alternative Music Conference, Latin Grammys)

• USE PERSONALITIES AND INFLUENCERS: Partner with celebrities they follow who are fun and 
love wine

10) More Diverse Workforce and Partnerships to Mirror the New Mainstream  

• HIRING AND STRATEGIC PARTNERSHIPS: Long term strategic partnerships with influencers of 
color and hiring more people of color in the industry can deliver on culturally relevant 
content. Workforce & partners should mirror the new mainstream to authentically connect

https://www.hispanicsinwine.com Home (aaavintners.org)

https://www.hispanicsinwine.com/
https://www.aaavintners.org/
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In one generation, our family has gone 
from Mexican immigrant vineyard 
workers picking grapes, to grape 
growers and eventually winery owners.

The next generation represents the 
future of the wine industry and 
together we're focused on continuing 
the legacy of crafting world-class wines 
to enjoy with family, friends and great 
food while highlighting authentic 
Mexican cuisine.

This is our definition of the American 
dream. ¡Un sueño Americano hecho 
realidad!
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Comida Mexicana 
con Ceja Vinos?
Si, por favor!

• It's no secret we love to cook and share our passions of pairing authentic Mexican 
cuisine with our style of food friendly and balanced wines.

• Visit our website, YouTube channel + other social platforms to browse 95+ Ceja 
recipes and wine pairings.

• Favorite pairings: Molé Poblano paired with Ceja Cabernet Sauvignon, Pozole paired 
with Ceja Pinot Noir & Almond infused Flan paired with Ceja Late Harvest Dessert 
wine.

24



Copyright © 2023. Wine Market Council. All Rights Reserved. Do not reproduce or distribute without written permission.

Sponsorships
and

Loyalty Programs

25

• Official wine sponsor at La 
Onda Festival – largest Latin 
music festival and cultural extravaganza 
in northern CA.

• Brand estimated to 
reach 85k+ attendees

• Casa Ceja Wine Club 24 years strong
• Brand loyalty on a global scale
• Members get exclusive access to 

our finest bottlings, hand-selected 
wines delivered right to your doorstep 
and invitations to members-only 
VIP events + experiences.
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• ¡Bienvenidos a Casa Ceja!

• Nuestra casa es su casa

• Outside of using language to 
communicate, we have the 
advantage and opportunity to 
connect with consumers using their 
preferred first language, in this case 
Spanish, which helps us adapt our 
marketing strategy to fit their 
needs.

• Empathy and understanding goes a 
long way when working towards 
developing a marketing relationship 
with new consumers, fans or long-
time wine club members.

26

Spanish Language as a 
Marketing Tool
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Food & beverage 
industry is 

innovating to 
meet new 
consumer 

preferences

Consumers perceive 
products with health 

claims as “better”

Revitalization and 
birth of “better 
for you” options

Consumer 
preference for 

health & wellness 
driving shifts 

across industries

The rise of health 
and wellness

Health & Wellness is the largest consumer industry in the world.  
Products across all categories shifting to fit into the “health space”.

WHEEL OF WELLNESS



2019:  THE YEAR OF HARD SELTZER

ABV

Calories

Carbs Gluten Free

• Low/No-Alc Trend Expected to Grow Aggressively in 
the US

• Brands, It’s Time to Wise Up to Women
• Evolving Consumer Preferences are Driving 

Changes in the Alcohol Space
• Health & Wellness Consumer Macrotrend Expands
• Why Brands Should Tap into Health & Wellness 

Trend
• Many Consumers Balance Drinking Habits with 

Healthier, Active Lifestyles

Where does wine fit into the 
‘healthy lifestyle’ conversation?



PRIMARY ATTRIBUTES
 Zero Sugar
 9% ABV
 85 Calories per Serving

SECONDARY ATTRIBUTES
 Certified Sustainable
 Vegan 
 Gluten Free
 Produced & Bottled with 

Renewable Wind Energy

LIFESTYLE ATTRIBUTES
 Positivity
 Moderation
 Healthy & Balanced Lifestyle
 Mindful Consumption







Embracing a brand positioning that promotes 
transparency and environmental sustainability.

M A D E  W I T H  O R G A N I C  G R A P E S



A NEW STANDARD
Demonstrating our commitment to transparency, the back label provides information to today's curious consumer.

TRANSPARENT LABELING

Allergen information clearly communicated the 
Vegan-Friendly and Gluten-Free attributes of the 
product.

88%
88% of consumers say clear 
nutritional information is important 
on food packaging. 1 

QR code for additional product info, including 
sustainable and organic farming practices.

Analysis panel with calories and carbs

Certified by California Certified Organic Farmers (CCOF)

1 Mintel US What The 2022 Consumer Trends Mean For Food And Drink; Mintel US 
Foodservice Alcohol Trends 2021.

Ingredient listing
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THANK YOU

https://winemarketcouncil.com/

JOIN US! 
We are a non-profit dedicated to providing

forward-looking market research on U.S. wine consumer 
buying habits, attitudes and trends. 

Photo Credit: Pexels.com
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